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Abstract 
The purpose of this study was to compare the Japanese food product purchase intention between students who studied and who did 
not study Japanese language at the university.  In total 199 usable responses were analysed using an independent sample T-test 
analysis and a one-way analysis of variance.  The result showed a significant difference in the Japanese food products purchase 
intention between the groups which did not study Japanese language and with those enrolled in Japanese language classes at the 
university.  However, there was no significant difference in Japanese food products purchase intention between different levels of 
Japanese language proficiency groups. 
© 2015 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of GLTR International Sdn. Berhad. 
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1. Introduction 
Trade liberalisation has encouraged a free trade policy which motivates countries to export their products to other 
countries. Japan-Malaysia free trade policy has opened wider door for both countries to market their products 
(Rahman, Molla & Murad, 2008).  The declaration of the second wave of Japan-Malaysia economy partnership by 
Malaysian prime minister in 2013 helps to renounce the first Look East Policy that was established since 1980s.    
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The bilateral relationship tie between Japan-Malaysia helps Japanese investors to penetrate Malaysian market. In 
the early stage of the first Look East Policy, Japan-Malaysia partnership focused on technology transfer and workforce 
training (Furouka, 2007). However, in the past few decades, Japanese business retailers started to enter Malaysian 
markets competing with western products that were already available in this country. From year 1995-1999, there were 
38 major Japanese retail companies in Malaysia such as AEON, Isetan and Nisshin Shouji (Toyo Keizai 2003: pp. 
1334 – 1348 in Larke, 2006). To date, this number is increasing as companies such as Muji Ryouhin and others are 
also starting to set their stores in Peninsular Malaysia (The star, 2012) as well as in East Coast Malaysia (The Borneo 
Post online, 2014).  Some of these Japanese chain stores sell household and grocery products that include Japanese 
food products on their racks.  Since Japanese language literacy among Malaysians is low, the printed information on 
the products’ packaging should be properly translated to English or Malay language.  However, a recent study by 
Aznur Aisyah, Abdullah and Nezu (2013) revealed that labelling of Japanese food products in Malaysia was not 
properly translated into English or Malay language that can be understood by the customers in Malaysia.  Issues such 
as mistranslation and direct lexical borrowing can be seen on the labels of Japanese food products packaging. Besides 
that, the attempt to translate the Japanese food products usually focused on the ingredients of the food products only 
and not on how to prepare the food and storage instruction.  Since Japanese language literacy among Malaysians is 
low, improper translation of the Japanese label of food products will result in poor understanding of the content and 
usage instructions.  
Due to the limited empirical validation on the differences in the purchase intention of Japanese products among 
different groups of customers in Malaysia, the main aim of this study is to determine whether there is any difference 
in perceived Japanese food products purchase intention between different groups of potential purchasers. A 
comparison was made between those who understand Japanese language from their learning experience in the 
university and those who do not understand Japanese language in their intention to purchase Japanese food products. 
2. Literature Review 
2.1. Japanese Language Learning Experience 
Packaging design is not the only factors that can affect consumer purchase intention. Product labelling plays a 
major role as “salesman on the shelf” (Pilditch, 1972).  The ‘salesman’ is the main mediator between the product’s 
company and the customers. According to Carneiro, Minim, Deliza, Silva, Carneiro, and Leão (2005), higher 
percentage of consumers is likely to read the label first before making the decision to purchase a product. Descriptive 
labelling can help consumer to imagine the taste of the food before making purchase decisions (Wansink, Van 
Ittersum, & Painter, 2005). Linguistics elements of the products such as brand name also have an impact on 
consumers’ memory that leaves an impression which could influence consumer purchasing intentions (Schmitt, Pan 
& Tavassoli, 1994).  Schimitt et al. (1994) reported that Chinese characters used in product branding help sustaining 
consumers’ memory about the products which influences the customers to purchase a product. Chinese writing 
characters that use logographic shapes have better results on customers’ impressions as single kanji orthography can 
deliver a few meaning in limited spaces of the product labelling layout. Japanese language that borrowed Kanji 
orthography in their writing system (Shibatani, 1990) can have the same impact on consumer purchase intention.  
In addition, a study done by Mukai (2014) shows that typeface design of Japanese product labelling has influence 
towards customers’ purchase intention in Japan. Even though the study is limited to tea beverages, it showed the 
effects of font style usage in displaying Japanese products that can transmit different feelings towards customer 
perception of the product. However, this result will not have significant impacts if the targeted consumers do not have 
the knowledge about Japanese writing system and the beauty of Japanese writing style such as customers in the 
Malaysian market.  Thus, the following hypothesis is suggested:  
H1: There is a difference in perceived Japanese food product purchase intention according to Japanese language 
learning experience. 
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2.2. Respondents Group Differences 
The verbal information printed on the packaging as classified by Rettie and Brewer (2000) include brand name, 
products’ information and other detailed information describing the products. Nevertheless, information displayed in 
its origin language requires higher language competency in order to fully understand the meaning of the products’ 
contents.  Phrases like ‘rich in calcium’ and ‘contains calcium’ has different meaning and requires careful usage by 
the product makers because it reflects different nutrients level of the products (Prochnow, 2012). To distinguish the 
implicit and explicit information in the sentences, learners have to develop their linguistics knowledge. This 
knowledge can be expanded gradually over time through learners’ learning experiences (Ellis, 2005).  Wider range of 
consumers’ knowledge about a product can increase the consumption behaviour (Rettie & Brewer, 2000).  Lower 
proficiency level of the language can negatively motivate the consumer as this factor may reduce their confidence 
level due to lack of products’ information on the labelling. Thus, the following hypothesis is suggested:  
H2: There is a difference in perceived Japanese food product purchase intention among different groups of 
respondents according to Japanese language learning experience at the university.  
3. Method 
The data used to test the hypotheses were collected from Universiti Kebangsaan Malaysia (UKM) and Universiti 
Teknologi Mara (UiTM) students through a questionnaire survey. UKM students are those groups with Japanese 
learning experience (attended Japanese language basic level 1 and 2 classes at the university) while UiTM students 
did not attend Japanese language classes at the university.  Selection of UKM students was based on their cognitive 
knowledge on Japanese language.  The items were measured using the four Likert-scale questionnaire ranges from 
“Strongly disagree” (1) to “Strongly Agree” (4).  The items used in the questionnaire were developed by the 
researchers.  The questionnaire was further refined after an in-depth face to face interview conducted to get the inputs 
from the respondents.  Potential participants for the interview session that met the criteria of having some experience 
in purchasing Japanese food products from any retail outlets were invited to a face to face interview.  A total of seven 
Japanese language basic 1 and 2 students from UKM were invited for the interview to get their insights on the labelling 
of Japanese food related products and how they made their purchasing decision when they intended to purchase 
Japanese food related products.  Statistical Package for Social Sciences (SPSS) version 21 was used to analyse the 
data.  In total 199 usable responses were analysed for this research.  A reliability analysis was done with Cronbach’s 
alpha measurement to ensure the reliability of the Japanese food product purchase intention variable before further 
analyses on the data were done.  An independent sample T-test analysis was used to examine hypothesis 1 while 
hypothesis 2 was examined using a one-way between group analysis of variance (ANOVA).   
4. Results and Findings 
4.1. Respondents’ Demographic Profiles 
      The survey results indicates that the respondents comprised of 57.3% UiTM students, 32.7% and 10.1% were 
UKM level 1 and 2 basic Japanese language students respectively.  The respondents were 30.7% male and 69.3% 
female. Malay ethnic contributes the highest percentage of the overall respondents’ population with 67.3% followed 
by 30.2% Chinese respondents. In terms of religion, Muslim holds the major percentage with 67.8% and respondents 
with Buddhist religion was the second highest with 28.6%. The demographic details can be seen in Table 1. 
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Table 1. Respondent’s Demographic Profile 
Respondent 
Characteristics 
No of 
Respondents 
UiTM 
No of 
Respondents 
Asas 1 UKM 
No of 
Respondents 
Asas 2 UKM 
Total Percentage 
(%) 
Number of responses 114 65 20 199  
 
Gender: 
     
Male 29 19 13 61 30.7 
Female 
 
85 46 7 138 69.3 
Ethnic Background:      
Malay  
Chinese 
India 
others 
 
112 
0 
0 
2 
18 
44 
1 
2 
4 
16 
0 
0 
134 
60 
1 
4 
67.3 
30.2 
0.5 
2.0 
Religion:      
Muslim 
Christian 
Buddha 
others 
113 
1 
0 
0 
18 
4 
41 
2 
4 
0 
16 
0 
135 
5 
57 
2 
67.8 
2.5 
28.6 
1.0 
4.2. Reliability Analysis 
The reliability of the questionnaire was measured by Cronbach’s alpha on the Japanese product purchase intention 
variable to establish the internal consistency values (Palant, 2007).  Reliability coefficients in the range of 0.70 to be 
acceptable, while those above 0.80 to be good (Sekaran, 2003; Pallant, 2007). The reliability analysis for the Japanese 
product purchase intention variable showed the Cronbach’s alpha value of 0.746 (3 items) exceeding the recommended 
cut-off point of 0.7. This demonstrates that the research variable was internally consistent and had acceptable 
reliability value.  The descriptive statistics (mean and standard deviation) of the variable and Cronbach’s alpha 
coefficients are shown in Table 2. 
 
        Table 2. Mean, Standard Deviation, Number of Items and Cronbach’s Alpha of Perceived Japanese Products Purchase Intention 
 
Variable Mean (M) 
Standard 
deviation (SD) No of items 
Cronbach’s 
Alpha 
Purchase Intention 2.43 0.74 3 0.746 
  Note: The variable was measured based on a 4-point Likert scale. 
4.3. T-Test Analysis between Japanese Language Learning Experience and Japanese Products Purchase Intention 
Independent sample T-test analysis between Japanese language learning experience and Japanese food products 
purchase intention was performed to determine whether there was any significant difference between Japanese 
language learning experience of the respondents and the perceptions on Japanese products purchase intention. The 
analysis indicated that there was a significant difference on the scores for perception on Japanese products purchase 
intention between Japanese language learning experience of the respondents. Respondents with Japanese language 
learning experience, M=2.95, SD=0.71, and respondents without Japanese language learning experience, M=2.03, 
SD=0.596, t value=11.096, the probability of error, p=0.000.  Since p value is less than the cut off level of 0.05, 
suggests that there was a significant difference between the mean of the sample population and thus hypothesis 2 is 
supported (Table 3). 
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Table 3. Independent T-Test: Comparison of Perceived Japanese Products Purchase Intention between the Respondents Having Japanese 
Language Learning Experience and Without Japanese Language Learning Experience 
 
Gender 
Perceived Japanese Products Purchase Intention 
Mean Standard 
deviation 
t-value Significance 
Having Japanese language learning 
experience 
2.95 0.563 
11.096 0.000 WithoutJapanese language learning 
experience 
2.03 0.596 
4.4. One-Way Between Group Analysis of Variance (ANOVA) between Japanese Language Learning Experience at           
the University and Japanese Products Purchase Intention 
A one-way between groups ANOVA was performed to explore the impact of different groups of respondents’ 
perception on Japanese food product purchase intention.  Subjects were divided into three groups of which one group 
did not learn Japanese language at the university (Group 1: UiTM students; Group 2: Japanese language Level 1 UKM 
students; Group 3: Japanese language level 2 UKM students).  There was a statistically significant main effect for the 
different groups of students, F (2, 196) = 68.088, p = 0.000. The result suggests that there was a difference in perceived 
purchase intention of Japanese products according to the different groups of respondents according to their experience 
in learning Japanese language at the university.  Post hoc comparisons using the Tukey HSD test were used to 
investigate specific differences in the different groups of respondents and their perceptions on the purchase of Japanese 
products. Tukey HSD test indicated a specific difference between the respondents from UiTM and Level 1 and 2 
UKM students learning Japanese language at the university (mean difference 0.95610, 0.94327, p=0.000) in UiTM 
students with Level 1 and 2 UKM students.  UiTM students (M=2.02, SD=0.59) was significantly different from Level 
1 UKM students (M=2.98, SD=0.56) and Level 2 UKM students (M=2.97, SD=0.46) (Table 4).  Therefore, the results 
revealed that Japanese food products purchase intention was higher for UKM students learning Japanese language at 
the university groups.  However, there was no significant difference between Japanese language basic 1 and 2 UKM 
students who had learned Japanese language at the university and Japanese food products purchase intention.   The 
Tukey HSD test indicated that the mean score for UKM level 1 Japanese language students (M=2.98, SD=0.56); UKM 
level 2 Japanese language students (M=2.97, SD=0.46), p=0.996 was not significantly different in Japanese products 
purchase intention between these two groups. In conclusion, hypothesis 2 was partially supported whereby UiTM 
students who did not study Japanese language at the university showed significant difference in Japanese food product 
purchase intention.  However, UKM level 1 and 2 Japanese language students did not show significant difference in 
Japanese products purchase intention between these two groups. Table 6 shows the summary of hypotheses results. 
 
Table 4. Tukey HSD Tests for Differences among Group of Respondents and Japanese Product Purchase Intention 
Dependent Variable: Purchase Intention of Japanese Food Products 
 
(I)Group of 
respondents 
(J) Group of 
respondents 
Mean difference 
(I-J) 
Standard error Significance 
UiTM Level 1 UKM -.95610* .08858 .000 
 Level 2UKM -.94327* .13817 .000 
Level 1UKM UiTM .95610* .08858 .000 
 Level 2 UKM .01282 .14573 .996 
Level 2 UKM UiTM .94327* .13817 .000 
 Level 1 UKM -.01282 .14573 .996 
                   Note: * Significance level <0.05 
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Table 5. Summary of Hypotheses Results 
 Hypotheses Conclusion 
H1 There is a difference in perceived Japanese food product purchase 
intention according to Japanese language learning experience. 
 
Supported 
H2 There is a difference in perceived Japanese food product purchase 
intention among different groups of respondents according to Japanese 
language learning experience at the university. 
 
Partially 
supported 
 
 
5. Discussion and Conclusion 
This study revealed that there is a difference in perceived Japanese food product purchase intention according to 
Japanese language learning experience. This suggests the importance of Japanese language knowledge in making 
purchase decision at the point of sale. As mentioned by Schimitt et al. (1994), linguistics aspects in product labelling 
leave impression in consumers’ memories which motivate consumers to purchase the products. Unable to read and 
understand the information written on the product package labelling can demotivate the consumers to purchase the 
products as shown in the result of this study. The result of this study is similar to the study done by de Run, Yee and 
Khalique (2012) which predicted Malaysian consumer behavior are less favorable to choose products that are written 
other than their ethnic language.  
The marketability of foreign products often related with the country of origin image (Yasin, Noor & Mohamad, 
2007). In earlier development of research revolving brands origin with purchase intention, there is a cognitive process 
that takes place at the point of purchase. Johansson, Douglas and Nonaka (1985) found that consumers with detail 
knowledge of the products can have better judgment when purchasing. In this study, the result shows that the 
marketing strategies of Japanese food products needed an improvement. Japanese language cognitive ability and 
exposure are crucial and significant in Japanese food product purchase intention. Students that do not have Japanese 
language learning experience proved to have poor intention of Japanese food products purchase intention.  
Food products are closely related with food culture, religion and beliefs. Therefore, for a multiracial country like 
Malaysia, consumers need to know specific knowledge about the products on the shelves before consuming and assure 
that the product suit their tastes and most important do not have ingredients that are not permitted by the religion. The 
daunting task that consumers have to face when considering buying Japanese food products can be reduced if 
consumer have more information on the language and be able to read and comprehend the explanation on the 
packaging label. The role of packaging is to convey products’ knowledge apart from functioning as food cover (Silayoi 
& Speece, 2004). However, the language barrier has eliminated one of these products’ packaging functions.   
This result also indicates that Japanese food product purchase intention was different between students with and 
without Japanese language learning experience at the university.  However, there was no significant difference 
between level 1 and 2 students enrolled in Japanese language classes in their intention to purchase Japanese food 
products.  Proficiency level of Japanese language does not differentiate the Japanese food products purchase intention 
among level 1 and 2 Japanese languages students. Linguistics knowledge that gradually develops by learners during 
their learning experience process (Ellis, 2005) somehow has no relations with purchase intention among respondents. 
A deeper grammatical understanding required to comprehend the whole sentence structure in Japanese food product 
package labelling was considered not necessary by the respondents who were taking lower level of Japanese language 
class. The reason for this is that, the students were taught about grammatical aspects of the language and they were 
also exposed to Japanese culture in Japanese language class conducted in the university.    This result demonstrates 
that once the students were exposed with Japanese language and culture knowledge, their purchase intention 
consideration increased. Meanwhile, their proficiency level has no significant difference in perceived Japanese food 
product purchase intention.  Lower proficiency level of Japanese language does not demotivate the students to 
purchase Japanese food product as they have few strategies to seek information on the internet about Japanese food 
culture. Basic Japanese language skills helped Japanese language students searching the desired content from massive 
information bank provided by the internet as the right keyword is important in getting the information needed (Aznur 
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Aisyah & Premala, 2013). This can be done by using keyword in Japanese language rather than translated version of 
Japanese lexical (Aznur Aisyah, Abdullah & Nezu, 2013). The information search and Japanese language exposure 
broaden the respondents’ knowledge about the Japanese food product.  The students who are taking Japanese language 
have several ways of searching the information about Japanese food culture on the internet (Aznur Aisyah et al., 2013).  
The basic knowledge of Japanese language is sufficient enough for the students to look for information via electronic 
medium that has many useful tools such as Kana-Kanji transform tools which helped accelerate consumer purchase 
decision and act as a guide to determine the ingredients of the products.  As long as the students were engaged with 
Japanese language learning experiences, the intention of purchasing Japanese food products will be higher as 
compared to those without Japanese language learning experiences.  Thus, their perceive purchase intention also differ 
from the respondents that did not enroll in Japanese language class at the university. The differences in the 
consumption behaviour of the respondents as a result of wider information possessed by the consumer are in line with 
the study done by Rettie and Brewer (2000).  
      
Acknowledgment 
The authors would like to thank Universiti Kebangsaan Malaysia for the funding of this research under Research 
Grant (PTS-2013-035). 
References 
Aznur Aisyah, Abdullah. Z. & Mimiko Nezu (2013). Issues in Japanese food products package labelling.  Unpublished manuscript submitted and 
presented for 17th National MACFEA Seminar 2013, 29-30 August, 2013. UKM Puri Pujangga Hotel, Bangi. 
Aznur Aisyah & Pramela Krish. (2013). Knowledge Transfer Via Japanese Language: Mechanism for Innovations. IEEE 5th International 
Education Engineering 2013. pg 114-119. 
Carneiro, J. D. D., Minim, V. P., Deliza, R., Silva, C. H., Carneiro, J., & Leão, F. P. (2005). Labelling effects on consumer intention to purchase 
for soybean oil. Food Quality and Preference, 16(3), 275-282. 
de Run, E. C., Yee, T. C., & Khalique, M. (2012). It’s not just a brand name: The impact of language on consumer attitude and behavior. 
International Journal of Research Studies in Management, 1(2). 
Ellis, R. (2005). Measuring Implicit And Explicit Knowledge Of A Second Language: A psychometric study. Studies in Second Language 
Acquisition, 27(2), 141-172. 
Furouka, F. (2007). Malaysia-Japan relations under the Mahathir Administration: Case Studies of the “Look East” Policy and Japanese investment 
in Malaysia. Asian Survey, 47(3), 505-519. University of California Press. 
Johansson, J. K., Douglas, S. P., & Nonaka, I. (1985). Assessing the impact of country of origin on product evaluations: a new methodological 
perspective. Journal of Marketing Research, 388-396. 
Larke, R. (2006). Trends in retailing in East Asia. In Retailing in the 21st Century. Springer Berlin Heidelberg, pp. 77-93. 
Mukai, S. (2014). Analysis of common cognition of impression among Japanese fonts and tea beverage packaging. Proceedings of the 5th Kanesi 
Engineering & Emotion Research; International Conference; Linköping; Sweden; June 11-13. 
Pallant, J. (2007). SPSS survival manual: a step by step guide to data analysis using SPSS. 3rd ed., McGraw-Hill companies. 
Pilditch, J. (1972). The Silent Salesman. Business Books Ltd. London. 
Prochnow, J. J. (2012). The Linguistics of Labelling. Prepared Foods, 181(5), 28-31. 
Rahman, K. M., Molla, R. I., & Murad, M. W. (2008). Japan-Malaysia free trade agreement: expectations and achievements (pp. 29-42). Journal 
of Comparative International Management, 11(1). 
Rettie, R., & Brewer, C. (2000). The verbal and visual components of package design. Journal of Product & Brand Management, 9(1), 56-70. 
Sekaran, U. (2003). Research methods for business: a skill building approach. 4th ed., John Wiley & Sons Inc. 
Schmitt, B. H., Pan, Y., & Tavassoli, N. T. (1994). Language and consumer memory: the impact of linguistic differences between Chinese and 
English. Journal of Consumer Research, 419-431. The University of Chicago Press.  
Shibatani, M. (1990). The languages of Japan. Cambridge University Press. 
Silayoi, P., & Speece, M. (2004). Packaging and Purchase Decisions: An Exploratory Study on the Impact of Involvement Level and Time Pressure. 
British Food Journal, 106(8), 607-628. 
The Star. (2012). Japanese Retailer Muji Set for Further Expansion. Retrieved from 
http://www.thestar.com.my/Story/?file=%2F2012%2F12%2F27%2Fmetrobiz%2F12483888&sec=metrobiz.  Accessed on 10 October, 2014. 
The Borneo Post online. (2014). Retailers Join The Fray. Retrieved from http://www.theborneopost.com/2014/06/28/retailers-join-the-fray/. 
Accessed on 10 October, 2014. 
Wansink, B., Van Ittersum, K., & Painter, J. E. (2005). How descriptive food names bias sensory perceptions in restaurants. Food Quality and 
Preference, 16(5), 393-400. 
